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A scientific writer recently said: 


Evolution 


works by two factors; viz.: Heredity or that which 
tends to permanency, and Environment, or that which 
tends to variation.” The first reproduces the past; the 
second adapts the present. This is true also as to 


Business Evolution. 


It is fortunate if a business man has the hereditary en- 
dowment of honesty, industry and perseverance, but 
these are not of themselves sufficient to ensure the 
highest success. He must be open to the influence of 
environment—in close sympathy with the spirit of 
progress—and quick to adopt modern ways and means. 


The 


Successful Men 


of former generations would not succeed to-day with the 
same means they long-ago employed ; neither should the 
business man of to-day expect the largest success with- 
out intelligent and persevering use of modern methods. 
Among modern ways of obtaining and maintaining bus- 
iness, nothing is more reasonable or adaptable than 


Newspaper Advertising. 


For twenty-two years we have co-operated with business 
men in making such means successful. We can give 
better co-operation to-day than ever before. 
Correspondence invited. 


N. W. AYER & SON, 
Newspaper Advertising Agents, 
PHILADELPHIA. 
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FACTS 


REGARDING THE 


Atlantic Coast Lists. 


1400 Papers make up the combination. 
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Local Family Weeklies almost entirely. 


enn 


60 per cent are the only papers published in 
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their respective towns. 





85 per cent are either only papers in their re- 
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spective towns or are county-seat papers. 


Fully one- sixth of the entire reading popu- 
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lation of the United States outside of large 
cities read these papers. 


The circulation and character of the in- 
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dividual papers are far ahead of those com- 
posing other lists of country weeklies. 


Advertisers are willing to pay more for space 


in these lists. than in others, feeling that 
they are worth more. 


The Circulation is published regularly every 
week—advertisers know what they are re- 
ceiving for their money. 


One electrotype only is requisite, if an electrotype is used. 


ATLANTIC Coast Lists, 


134 Leonard Street, New York. 
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A JOURNAL FOR 


ADVERTISERS. 


ENTERED aS SECOND-CLASS MATTER AT THE NEW YORK, N. Y., Post Orrice, Marow 27, 1890, 


Vol. V. NEW YORK, 


HOW ADVERTISED PATENT MED- 
ICINES ARE ‘* REPLACED.” 


By A. Von Isakovics, 
(Chemist for the R. H. McDonald Drug Co.) 


Much has been said lately in the 
pages of this journal, as also in all 
other papers which are published mostly 
in the interests of advertisers, about the 
question of substitutes in proprietary 
articles. Some of the leading papers 
of the country have taken this question 
up and given their views, denouncing 
the substitute druggists in their edi- 
torial columns. Naturally all this agi- 
tation must influence the trade of the 
so-called non-secret medicine houses to 
some extent, and they are trying to 
clear themselves of the charge that 


they manufacture imitations of patent 


Several of these houses 
circulars, or a spe- 
published in 


medicines. 
have lately issued 
cial edition of a paper 
their interest, which they have mailed 
to the leading manufacturers and to 
many druggists of the country, and i 
which they ridicule the idea that their 
prepars ations are imitations. 

One of the largest and most influen- 
tial houses styling themselves manu- 
facturing pharmacists, and manufactur- 
is they call them, a list of popular, 
non-secret medicines, is the rich house 
of Frederick Stearns & Co., of Detroit, 
Mich. ‘lhey have also branch houses 
in San Francisco, Cal.; Windsor, Ont., 
and New York city, the last of which 
is merely a depot. 

The writer of this happens to be 
the possession of a late edition of their 
catalogue. In the preface to said cata- 
logue they explain their standpoint as 
follows: 

Under the title of popular, non-secret medi- 
cines, we originated and first introduced, in 
1876, nearly fifteen years ago, a line of re: ~ady- 
made medicines and articles to replace (with- 
out imitation) patent and secret medicines 
* * * We furnish the retail druggist, who has 
few appliances, a practical means by which he 
can drive patent medicines out of his sales and 
enable him to make the profits himself which 
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go otherwise into the = sae of patent medi- 
cine manufacturers. We replace quack and 
secret nostrums with medicines of known com- 
position and value. 

In other words, they simply use the 
word ‘‘ replace” instead of ** imitate,” 
although they say that they replace 
without imitation. In order to give 
my readers a clear idea of what they 
mean by replacing, I will give a few 
extracts from different pages of their 
catalogue, which is a handsome book 
of some one hundred and twenty pages : 

Our non-secret preparations are of better 
formula, more scientifically prepared, put up 
in better style and more handsomely dressed 
than any of the patent or secret medicines of 
the day. There is no question but that the 
large sale of advertised secret nostrums has 
seriously interfered with scientific pharmacy 
and prevented the legitimate pharmacist from 
realizing onthe sale of his own preparations, 
which he has or could have put up for him- 
self, and the large profits retailers should re- 
alize on such preparations are diverted into 
the pocket of secret nostrum makers. We 
combat this evil by a co-operative plan where- 
by we act as manufacturers of ready-made 
prescriptions and the retail druggists as sellers 
of them. As to what success we have made 
with this new idea of ours, it can reasonably 
be estimated when we state that we have 
furnished our non-secret medicines to fully 
twenty thousand retail druggists. 

This seems to give their standpoint 
pretty well, but I cannot agree with 
the house that they replace patent 
medicines without imitation. Now 
suppose a customer comes in a store, 
having seen an advertisement for 
months, say, of Hood’s Sarsaparilla, 
and having decided to buy a bottle of 
that preparation. As it happens, the 
retail druggist has a few bottles of 
what he calls his own sarsaparilla in 
stock, which are now put up by him, 
of which he does not know any more 
than of Hood's Sarsaparilla ; that is, 
he just has some indefinite statements 
of some non-secret house that certain 
ingredients are combined in same. He 
talks down Hood’s Sarsaparilla, and 
* My preparation is a better one. 
I know exactly what it contains. I can 
sell it to you at a lower price,” etc., 
etc.; and most people will be perhaps 


says, 
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talked into buying the imitation. It 
was the advertisement of a patent 
medicine that brought the customer 
to the druggist. This advertisement 
cost money, and it is but right that the 
house w hich spent the money in adver- 
tising should realize from it. Most 
persons who go in the retail drug store 
intending to buy some preparation to 
relieve their complaint think that of 
course the druggist, being a man in the 
business, knows more about these prep- 
arations than they do themselves ; and, 
consequently, any statement that this 
druggist makes will have a great deal 
of influence on the buyer. 

People seem to think that there is 
nothing easier than to take any kind of 
a compound and to analyze it, and in 
that way ascertain its exact composi- 
tion. That is the reason why the imi- 
tators have been so successful. It 
would be well for the press of the 
country to make the statement in their 
columns that it is pretty nearly impos- 
sible to split up a vegetable compound 
into its component parts. Of course, 
a good analytical chemist may be able 
to give the exact mineral constituents, 
and, having had experience, he may be 
able to guess at their vegetable in- 
gredients; but it will be guess-work 
only. Most herbs are composed of 
about the same constituents, only in 
different proportions, and after they 
are once combined it is a very difficult 
task, sometimes almost impossible, to 
separate these constituents again. 

The talk, therefore, that some drug- 
gists indulge in, saying that they have 
analyzed some popular preparation 
and found it to contain so-and-so, is 
generally a deliberate falsehood. 

Now, for instance, take one of the 
many trade papers and look over its 
columns, and you will be sure: to find 
in almost every number of same the 
receipt or the supposed formula for 
some patent medicine. Most of the 
time these formulas are simply based 
on guess-work, and generally are far 
from correct. 

I will give now a few samples 
taken verbatim out of Stearn’s Cata- 
logue, which illustrate pretty well how 
near their term ‘‘ replacing” comes to 
imitation. 


COMPOUND AND 


EXTRACT OF SARSAPARILLA 
IODIDES. 


This preparation is offered to be used to re- 
place with advantage the sale of compound 
extracts of sarsaparilla which have been placed 


on the market as secret nostrums. An instance 
of one of which is Hood's. The dose is a tea- 


spoonful only, and each bottle holds one hun- 
dred doses, making it an economical remedy. 
The price of secret nostrums of similar char- 
acter, like Hood's, are $8 per dozen, and almost 
double the price of our own sarsaparilla. 

OLD TIME SARSAPARILLA, 

An extra large sized preparation to replace 
with advantage the old-time patented sarsa- 
parillas, such as Bristol's, Townsend's, Bull's 
and others. It is made by the same process 
as this, viz.: decoction. 

CREEK INDIAN REMEDY FOR 

Formula: 

Fluid extract of sarsaparilla (bamboo 
briar).. . 16 parts 
Fluid extract of meneeete (que en's ; de- 
rrr . 16 parts 
Fluid extract of burdock. . 16 parts 
Fluid extract of poke root.,... 
Tincture of prickly ash. 8 parts 

From the odor and general properties of this 
combination, we are led to believe it to be 
identical in formula with the much advertised 
and secret preparation called **S.S.S." This 
article replaces and competes with the patent 
one named above in the sales of the retail 
druggists, who do not wish to work for or 
help build up the efforts of quack monopo- 
ists. 


THE BLOOD. 


COMPOUND FLUID EXTRACT OF ALTERATIVES. 

Owing to numerous requests from custom- 
ers and physicians, we furnish this prepara- 
tion, introduced under the title of Creek In- 
dian Remedy, in bulk for dispensing services. 
We offer it with the above title at goc. a pint, 
which is less than one-half the price asked by 
the concern who copyrighted the combination 
under the title of ** Succus Alterans.”’ 

GERMAN DROPS, 

A favorite German remedy, similar in for- 
mula to the Swedish Bitters, Elixir of Long 
Life, etc.; replaces also (without imitation) 
Hamburg Drops. 

GERMAN BLOOD PURIFYING TEA 
replaces to advantage the Hamburg Blood 
Purifying Tea of Freese’s, the cost of which is 
much higher. 

SOUTHERN LIVER REGULATOR 
replaces the patent liver regulators of whose 
composition nothing is known. 

CATHARTIC PILLS. 

For more than forty years the quack medi- 
cine monopolists have almost entirely filled the 
public need of an Aperient by persistently ad- 
vertising pills made after some secret process 
and from unknown drugs. We offer the phar- 
macy pills without secrecy, in popular forms 
and in neat dress, at prices which enable them 
to compete by personal effort with the quack 
medicine pills, drive them out of the store and 
supplant them with good medicines. These 
goods bear the buyer's or our address, with 
uses, dose and formula, if purchaser so desires. 

LITTLE LIVER PELLETS 
are put up in handsome style, and replace with 
satisfaction to the consumer and profit to the 
retailer Carter's, Pierce’s and other patented 
little pills or pellets. 

CASTOR OIL SUBSTITUTE 
allows the retailer a handsome profit of one 
hundred per cent, which is more than can be 
said of the patented article which it is intend- 
ed to replace (Castoria). 

EFFERVESCENT GRANULAR PREPARATIONS 

The Magnesia Aperient replaces Tarrant's 
Aperient. The Mineral Salts (Apollinaris, 
Congress Spring, Hunyadi Janos, Sprudel, 
Carlsbad, Kissingen, Saratoga, etc., etc.,) re- 
place the natural mineral waters, 
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FRUIT SALINE, 

An agreeable saline aperient, which replaces 
the extreme high-priced, secret nostrums 
like Tarrant’s Aperient, Enos’ Fruit Salt and 
similar preparations. 

COMPOUND SYRUP OF PRUNES 
is a purely vegetable laxative. We now offer 
this Compound Syrup of Prunes, which we 
are satisfied will fill the bill in every respect. 
It is 25 per cent cheaper than the patented 
Syrup of Figs. 

LAXATIVE FRUIT LOZENGES, 
a pleasant and agreeable fruit laxative, to 
place the Tamar-Indien of Grillon, Paris and 
the Tropic Fruit Laxative of Hetherington. 


re- 


CONCENTRATED ESSENCE JAMAICA GINGER, 
put up in 5-0z. panels (Sanford’s style), with 
elegantly engraved blue enameled wrapper, 
actually larger than most and apparently 
larger than any other ginger. Also in two 
sizes of ovals, viz., 4-0z. and 2-0z. (Brown's 
style), blue wrapper and engraved label. Our 
ginger pays $17 more profit on one gross than 
does Fred Brown’s. 
PAIN DISPELLER, 
put up in 2-0z. panels, and replaces Perry 
Davis’ Pain Killer. 
IRON BITTERS 

replaces perfectly the patent nostrums called 
Harter’s Iron Tonic and Brown's Iron Bitters 


TONIC 


AROMATIC STOMACH BITTERS 
is intended to replace the many bitters on the 
market, such as Drake’s, Hostetter’s and 
others, for which there is a large demand in 
certain sections of the country. 
HOP CORDIAL. 
Intended as a replacer for the patent Hop 
Bitters sold so largely. 

““oUR OWN” DYSPEPSIA CURE 
replaces the secret dyspepsia remedies which 
flood the market under fanciful names, as the 
much vaunted August Flowers. Green's Au- 
gust Flowers cost the retailer $5.00 per dozen ; 
“Our Own” Dyspepsia Cure, $3.00 per 
dozen. 


COMPOUND FLUID EXTRACT OF BUCHI 

This replaces any and all of the patented 
Buchus, and particularly Hembold’s, because 
it is one-third larger, is a better formula, and is 
sold to you at less than one-third the price. 

LIVERWORT KIDNEY CURE. 

Put up in large oval, full 16-0z. bottles, in no 
way simulating Warner's (? ?), but competing 
with it and replacing it. 

SYRUP OF TAR AND WILD CHERRY 
replaces with advantage the patented Tar 
Syrups, like Boschee’s, at a much greater profit 
to retailers and smaller investment in stock. 

CHLORODYNE COUGH CURE 
replaces Piso’s Consumption Cure and King’s 
Discovery. 

CATARRHINE 

replaces to advantage secret preparations like 
Sandford’s 
IMPERIAL CATARRH CURE, 
analysis of Hall’s Catarrh Cure, a 
known in 


based 
proprietary remedy 
tions of the country 


on 
well some sec- 
SAXOLINE CATARRHAL BALM, 
Much less in price than Ely’s Cream Balm, 
while the size is much larger 
CARBOLIC CATARRH CURE 
replaces patented and secret articles like Sage’s 
and others which are sold for from two to six 
times the price of this. 
VERMIFUGE, 
In composition similar to Fahnestocke’s. 
BABY’S SOOTHING SYRUP 

For those who want something to replace 
Mrs. Winslow's and similar compounds, the 
saby’s Soothing Syrup is to be chosen. 

ARNICA LINIMENT, 

The price is one-third less than Birdsall’s, 

while the bottle holds nearly as much again. 
POROUS PLASTERS, 

The fresh porous plasters are similar in size 
and material to Allcock’s. We also offer por- 
ous Capsicum plasters to replace Benson's and 
Herrick’s. Also porous Belladonna plaster to 
replace Grosvenor's. 
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man’s throat?” 


“No, this barber 
he uses Williams’ 
Soap.” 





‘By Top O’ Collum. 


“Will the barber cut the 


is sane; 
Shaving 
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THE “‘GET THERE’ RAT POISON, 
also supplied under the title of Death to Rats. 
We give the proper antidotes in cases of 
poisoning, as there are probably more deaths 
from poisoning by Rough on Rats than any 
similar preparation, 

SAPONACEOUS TOOTH POWDER 
replaces Calder’s Dentine. 
TOOTH PASTE, 
r cent more 
inglish articles 


STEARN’S AROMATIC 
in jars, which hold 50 
higher-priced imported 
Jewsbury & Brown's. 

TOILET CREAM, 

similar in composition to suc h smetics now 
in popular demand as Frostilla, cspey’s Frag- 
rant Cream. 


than 
like 


PEARL CREAM, 
intended especially to compete (?) with Hag- 
an’s Magnolia Balm, Laird’s Bloom of Youth 
and similar preparations. While it will retail 
at the same figure, it is offered at about half 
the cost of this. 

SULPHUR SOAP. 

The price is one-third less than Glenn's. 
UNIVERSAL HAIR PROMOTER AND RESTORER 
replaces Allen’s, Hall's, Ayer’s, Ring’s, Bar- 
rett’s, etc., at a less cost. 

These extracts, which are all ver- 
batim copies of sentences contained in 
the above-mentioned catalogue, will 
prove to any sane person that what 


these gentlemen call replacing is noth- 
ing but imitation. 

There is one thing I would like to 
They are 


call attention to, about the 
largest ‘‘ non-secret”” house that exists 
in the United States, and their prepar- 
ations can be found in more drug 
stores than those of any other house, 
as they have travelers that cover every 
section of the country. On all their 
preparations they put their mark, 
either in some prominent spot in the 
label or on the bottom of the carton, 
or blown in the bottles, or pressed in 
the bottle cap, or some other equally 
prominent position. I give a fac- 
simile of this mark herewith, and my 


readers can be sure that any articles 
on which this mark is found were 
manufactured by Frederick Stearns & 
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Co., of Detroit, Mich., the honorable 
and old-established firm making the 
above statements in their catalogue 
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THE SORT OF ADVERTISER A SO- 
LICITOR WOULD LIKE TO SEE. 
By E. C. Vick. 

I have read with some interest the 
article on ‘* The Sort of Solicitor an 
Advertiser Would Like to by 
Wm. H. Maher, in Printers’ INK of 
September joth. Mr. Maher may be 
a very successful business man and 
salesman, but having had considerable 
experience in the soliciting line myself, 
I believe Mr. Maher knows little of the 
trials of the solicitor. 

To begin with, on page 331 of the 
same is an article entitled ‘‘ An 
Energetic Solicitor,” in which it states : 
** The competition between the great 
monthlies in the matter of securing 
advertising patronage has never been 
so keen and sharp as at the present 
day. It can hardly become greater 
than it is, for, unless the solicitor gets 
around to the place where there is an 
advertisement available with a move 
and a crash like a fire engine, he sim- 
ply gets no business.” 

Now, for some reason this does not 
seem to jibe with Mr. Maher's idea, 
which is for the solicitor not to intrude 
himself until the person he wants to 
see is disengaged. Mr. Maher, per- 
haps, does not realize the uncomfort- 
able position the solicitor is in, sitting 
on a keg of nails or a box of cartridges 
in a store like his own in Toledo, 
waiting for the proprietor to strike 
a trial balance of his month's business 
before having an opportunity to see or 
speak to him, when he knows that he 
only has a few minutes in which to 
catch the next train for Chicago, which 
it is necessary for him to take in order 
to arrive there ahead of an excursion 
train of advertising solicitors follow- 
ing, ready to pounce on a new adver- 
tiser in that breezy town. 

With the docile qualifications which 
Mr. Maher recommends he says : ** The 
solicitor can secure business for what- 
ever publication he represents,” good, 
bad, or indifferent. The idea that ad- 
vertisers consider only the solicitor in 
giving orders for advertising is a new 
one, as the general understanding is 
that the shrewd, judicious, successful 
advertiser rather considers the publica- 
tion in which he advertises and in 


See,” 


issue 
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which his money is to be spent, than 
the solicitor to whom the order is 
given. I doubt if it is fair to judge a 
publication by the appearance of the 
solicitor. If this were a fact, we 
would see in the leading magazines 
advertisements of locomotives, thresh- 
ing machines and agricultural fertili- 
zers, and in the agricultural papers 
advertisements of the leading jewelers, 
souvenir spoons and redfern gowns, 
and in the religious papers—gracious 
only knows what. 

And this ideal man makes friends 
on his travels and retains them, so it 
is said. Did Mr. Maher ever give a 
two or a three-hundred-dollar order to 
this pleasant individual from which the 
sole receipts of his advertisement were 
two or three two-cent stamps, and if 
so, has he retained his friendship for 
this charming acquaintance ? 

My idea is that one must not appear 
to be frank and truthful, but must de 
actually what he appears to be. In the 
solicitors you know, is it not this kind 
that are the successful ones ? 


-2-- 


HOW TO GET LOW RATES. 
‘By “Ben ‘Bolder.”’ 


Don’t know too niuch—it 
ages solicitors and publishers. 

Keep clear of the solicitor's 
netism.”” 

Don’t quibble about ‘‘ agents’ dis- 
count,” but remember that a rose by 
another name would smell as sweet. 

Become an unerring judge of me- 
diums. 

Have maximum and minimum rates 
that you will pay papers of every class, 
and stick to them, 

Realize that the high-grade pictorial 
paper is worth more, pro rata, than 
the average household monthly. 

Don’t play the half-a-cent-a-line 
racket, expecting to make all contracts 
on this basis. It means a display of 
ignorance and a loss of money. 

Don’t get a low special offer and use 
it as a basis of comparison for every 
contract you make. 

Don’t offer a bankrupt rate and in- 
sist that it is the most liberal one you 
ever made. The most successful small 
foreign advertiser I ever knew used to 
plead poverty and send his money in 
advance. 

Use diplomacy. Some men coax 
better than they drive. 

Judge human nature when talking 
to the solicitor, Pump him if you 


discour- 
oe 


mag- 
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like, and then—that’s where your abil- 
ity comes in. 

Don’t lie. 
all you know. 
vate business. 

Learn all you can from others— 
what they pay, etc.—but be dumb as 
an oyster about your own bargains. 


ADVERTISING A SPECIALTY. 
‘By G. H. Powell. 


2.—CONTRACTS, 


Don't boast. Don’t tell 
Don't give away pri- 


NO, 


Every large advertiser must choose 
between three methods in making ar- 
rangements for the insertion of his ad- 
vertising in the various newspapers and 
magazines. He may either doit him- 
self, hire an advertising manager to su- 
perintend it as a department of his bus- 
iness, or place the entire matter with a 
regular advertising agency. 

Business men who have both the nec- 
essary time and experience to place 
large sums of money in newspaper con- 
tracts are so rare that it is a waste of 
space to dwell upon the qualifications 
required. The local merchant who 


has had to deal with home papers is no 
more qualified to make contracts for a 


specialty on a national scale than is a 
high school graduate competent to step 
in and run the merchant's regular busi- 
ness. 

The great problem, then, to solve in 
this connection is whether it is better to 
place a large advertising appropriation 
with an agency, or establish an adver- 
tising department, paying a round sum 
for an expert to manage it. Each 
method has merit. 

On general principles, I believe that 
an advertiser who wishes to expend 
much less than $100,000 annually in 
national advertising will get better re- 
sults by arranging with a reputable ad- 
vertising agency to place every con- 
tract. 

The agent thus patronized should 
have a wide and successful experience 
and reputation for honorable dealings. 

He should stand high in the estima- 
tion of all who have ever had déalings 
with his agency, and be possessed of a 
credit that commands the respect of 
every publisher, Without these quali- 
fications any agent is unable to serve 
his client faithfully and well. 

Low rates are what every advertiser 
seeks. Briefly, he must buy advertising 
space as cheaply as he would any com- 
modity. There never was anything 
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more uncertain and unfixed in value 
than advertising space. 

No advertiser of a specialty that is 
seeking introduction throughout the 
land can afford to pay every publisher 
the price he demands for space. Aside 
from afew magazines of national repu- 
tation, most publications will cut their 
rates to meet the requirements of large 
advertisers, when they realize that the 
party placing the contracts is a master 
of his business. The agent can offera 
lower rate than the publisher might ask, 
and succeed in placing the business, 
while an inexperienced man would be 
liable to insult the publisher by offer- 
ing a price so absurdly low as to offend 
or disgust him, or offer a rate so high 
that it would be unprofitable. 

Here lies the experienced agent’s ad- 
vantage. He knows his power and is 
ever ready to apply it. 

Ordinarily, the agent is paid a com- 
mission by the publisher for turning in 
advertising, the former charging his 
client merely the publisher’s rates and 
nothing for watching the fulfillment of 
the contract. The saving to the small 
advertiser is considerable. He saves 


postage, paper and time required to 


write every publication he wishes to ar- 
range advertising with. He saves the 
clerk hire necessary to check papers, 
and rids himself of the multitude of 
solicitors who are ever present. But 
to the advertiser who spends upwards 
of twenty-five thousand dollars annu- 
ally in this line, the advantages just 
stated are insufficient. 

He must have a better arrangement 
with his agent or hire an expensive ex- 
pert to establish an advertising branch 
in his own establishment. As before 
stated, there is a better way than to re- 
sort to this course, but it would be 
cheaper than paying an agent the pub- 
lisher’s gross rates. ‘The realization of 
this position of the large advertiser has 
led to another system which enables the 
owner of a specialty to retain the agent, 
but upon broader ground. By this 
arrangement the agent undertakes to 
place his clients’ contracts at the lowest 
possible rates, charging back, commis- 
sions off, the net cost. To this is 
added a certain percentage on all net 
business transacted, according to a 
private arrangement between agent 
and advertiser. 

Frequently the agent prepares all 
changes of advertisements, thus saving 
his client the annoyance and expense 
of employing an advertisement writer. 
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Several agents regularly employ these 
writers, and also artists, utilizing the 
service in behalf of many patrons, both 
large and small. Several English 
specialties are advertised in America 
on this plan, the expenditure exceed- 
ing, in single instances, considerably 
over $100,000 annually. The agent 
who undertakes so large an outlay as 
this generally places the business in 
the hands of a trusted and valued 
lieutenant, who devotes himself en- 
tirely to one or two such specialties. 
To all intents and purposes this man 
becomes manager of the advertising 
department of the specialties he thus 
represents. 

The American advertiser expending 
over $100,000 annually will undoubt- 
edly save himself money and secure 
superior service by engaging the high- 
est talent to manage his advertising. 
Five or ten thousand dollars a year 
may seem a large sum of money to pay 
a man for merely superintending the 
making and placing of advertising, but 
the talent thus secured is equal in every 
respect to that furnished by the most 
experienced agent. It is only the 
heavy advertiser who can afford to es- 
tablish an advertising department on 
such a basis, and even then it may 
only pay when the bulk of the con- 
tracts are placed in country and middle- 
class publications. 

An erroneous impression sometimes 
prevails among those about to become 
extensive advertisers. It is well known 
that nearly every publication allows 
an ‘‘agent’s commission.” The first 
thought that occurs to the crafty ad- 
vertiser may be this: ‘‘ If I set up one 
of my clerks as an advertising agent 
he will get all the discounts and save a 
large expense; I'll do it.” This en- 
terprising man deceives no one but 
himself, and in the end generally re- 
tires a sadder and—it is to be hoped— 
wiser man. Hundreds of publications 
would gladly allow a foreign advertiser 
an ‘‘agent’s commission” of 25 per 
cent, but the experienced agent him- 
self might demand and receive twice 
that reduction. 

An amusing incident of the brief 
career of an ‘‘ agency” occurred a year 
or more ago which comes to my mind in 
the above connection. An Iowa man- 
ufacturer of clothes starch desired to 
extend his business by advertising, and 
one day I received a letter from an 
alleged advertising agency in the town 
where the starch works were located, 
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requesting rates for advertising the 
specialty. A brief correspondence de- 
monstrated the fact that the ‘agency ” 
believed a semi-weekly paper was worth 
double the rate of a weekly, and, 
moreover, that the starch man owned 
the agency itself. But they were al- 
lowed the *‘ discount.”” Certainly ; and 
at the rate agreed upon I could have 
well afforded them a Christmas present 
But the most remarkable part 
is yet to be told. The advertisement 
was large and quite attractive, and 
succeeded in actually creating many 
calls at the grocery stores in towns 
where the advertising appeared, but no 
provision had been made to supply 
even samples. In two months the ad 


besides. 


ad- 


vertising was discontinued, which was 
the last ever heard of it. 
bills were paid, however, strange as it 


Publishers’ 


may appear. 

The advantages to be derived from 
the establishment of an advertising 
department, when the outlay is large 
enough to warrant the employment of 
a skilled expert, may be summed up in 
two features: First, an assurance that 
bottom rates will be obtained in the 
right mediums; and second, greater 
concentration of talent upon a single 
specialty. Few men can make the 
success of several specialties that they 
can of one. 

+> 
THE MAN OF IDEAS, 
‘By Edward A. Oldham. 


In this modern age of snap and go, 
the man who achieves the most is he 
who is fruitful of ideas that are capa- 
ble of practical utilization. 

Ideas are worth money. 

There are instances on record where 
the author of a single idea, by means 
of its adaptability to certain phases of 
modern progress, won for himself fame 
and competency. Nor are these in- 
stances rare or isolated. The columns 
of the newspapers teem with them day 
after day. 

The nineteenth century has become 
so thoroughly an era of ideas that 
the man whose brain is not fertile in 
suggestions that have practical value 
must eventually retire to the rear, 
making room for the more modern 
individual, who, we say, is “full of 
ideas.” 

In any position requiring executive 
ability, calling into play powers of 
ingenuity, the man of ideas will al- 
ways out-distance the individual who 
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reflects only the originality of other 
intellects. 

This is the kind of intellect that is 
necessary to grapple with situations 
that are complex in their nature and 
progressive in their tendencies. The 
realization of this important truth has 
enabled many of the world’s most 
prominent and successful citizens to 
attain their present wealth and emi- 
nence. 

Such men as these appreciate the 
man of ideas, because they are them- 
selves men of ideas. In the selection 
of employees to intrust with responsible 
duties that require administrative abil- 
ity, they have sought for men who 
were quick to ‘‘catch on,” in the par- 
lance of the street—men who could 
take in the situation at a glance and, 
with the unimpassioned dignity and 
decision that bespeak the real leader, 
determine almost instantly the ne- 
cessities of the moment. 

Business men, the world over, have 
a warm place in their hearts for the 
man of ideas, There are places to-day 
in the great establishments that are 
always open to ‘‘ original people.” 

In this age of inventive genius, the 
man of novel and original conceptions, 
having the executive force to put his 
ideas into action, is the man who will 
reach the goal of success for which so 
large a portion of humanity is striving. 
To him ideas constitute the heaviest 
timbers in the bridge over which he 
has passed to financial triumphs and 
substantial prosperity. 

Of all the concomitants of success in 
business, none influences the final out- 
come more vitally than originality in 
advertising. The time-worn ruts have 
to be departed from to command the 
respect and attention of the public. 
Common-placeisms are not in harmony 
with the icono@fastic tendencies of the 
age in which we live. Therefore the 
advertiser who is a man of ideas is he 
who wins the richest rewards from his 
business efforts. 


ae 


<o . 
Goop position is considered of great 
importance by the average advertiser, 
but good position is certainly not more 
essential than good company in the col- 
umns of a newspaper. An advertise- 
ment surrounded by reputable adver- 
tisers in a comparative obscure place is 
vastly preferable to one at top of col- 
umn next to reading matter and in close 
proximity to advertisements of a disrep- 
utable character.— W, W. Hallock, 
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WHaT CONSTITUTES 


OFFice OF THE MorGAN MANUFACTURING } 
Company. 
A Comp.ete Ling or SPECIALTIES. 
Katamazoo, Mich,, Oct. 2, 1891. 
Geo. P. Rowell & Co.: 

In the case of an order calling for ‘‘ next to 
reading matter,’’ would next to paid notices 
be acceptable ? : ' 

In a contract with a daily calling for ‘run 
of the paper,” what percentage, in your ex- 
perience, will average next to reading matter? 

Inclosed find stamped return envelope for 
reply. Your attention will greatly oblige 

Tue MorGan MANUFACTURING Co, 

The above letter introduces one of 
the vexed questions of the advertising 
business—about which different opin- 
ions prevail, and upon the decision of 
which no final authority is recognized. 
Many contracts are signed, calling 
for position ‘‘ following” or ‘‘ next to 


PRINTERS’ INK, 


‘© READING MATTER ” ? 


with the Carbondale (Pa.) Zvening 
Leader called for position ‘* next read- 
ing.” The publisher gave the position 
indicated in the reproduction on this 
page. The correctness of the inser- 
tion was questioned and the publisher 
replied as follows : 

Yes, we think this answers to next reading. 
With all our advertisers, some of whom know 
just as much about advertising as you do, this 
puuive is recognized as next reading. We 

ave no “kickers’’ but you, There is no 

middle ground between rea:\ing matter and 
display. It is either reading matter or dis- 
play, and you are the first one to call this 
position into question. 

The publisher backed up his argu- 
ment by producing from his own 
columns a number of advertisements 
put out by well-known advertisers 


ee 
“aS tor persons in heal! 
pid by Grocers ev 


W. BAKER & C0., 


Dorchester, Mass. 





« Dam. Wis. 
*. Thomas’ 
. Coughs, Colds 
It cures every 


“Hi 
Dimock. oy 


e quart Jars. 
J. B. Smawxon & Co, 


Ladies’ Shoes in the city a}! 
North Main atreet. 


ified Sewer Pipe 
Fire Clay Chim- 
Flues. 
LAIR’S 
Sixth ave. 





i 
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CHICOPEE FALLS, MASS. 
Soston. Washington. Denver, San Francisce. 


JOHN W. AITKEN, 
AGENT, 
CARBONDALE, PA. 
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reading matter,” but just what inter- 
pretation to put upon the term “‘ read- 
ing matter” varies with different ad- 
vertisers. Some are willing to accept 
anything set in the paper’s regular 
reading type : for example, if the news 
columns are set in minion the insertion 
will be accepted as correct if the ad- 
vertisement is immediately preceded by 
that size of type. Other advertisers, 
again, are accustomed to take into 
consideration the character of the mat- 
ter, and if it has the appearance of 
being a paid-for notice reject the inser- 
tion as out of place. 

The advertising manager of the 
Overman Wheel Co., Mr. H. 
Powell, invites our attention to a case 
illustrating this point. His contract 


where the insertion given was similar 
to that of the Victoria Wheel ‘‘ ad.,” 
but which he asserted had been ac- 
cepted as correct. These we have 
grouped upon the opposite page, the 
publisher’s comments in each instance 
appearing just below. 

This, it will be observed, is not ex- 
actly a parallel to the case quoted by 
the Morgan Manufacturing Co., as 
the ‘‘reading notices” in these in- 
stances are not set in the regular read- 
ing-matter type, but in a type several 
sizes larger. However, if it can be 
shown, as the publisher of the Carbon- 
dale Leader argues, that custom has 
come to accept anything not in display 
type as reading matter, the question of 


Continued on page 444. 
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ing 
Sald by C. Fowler 

Vas Hoorey’s Cooos—The Standard of 
the World 

Bicycles, Baby Carriages, 
.| Velocipedes and Wagons, the 
largest variety in the city 
. J.D Williams & Bro. 
: 314 Lack. Ave. Scranton,Pa 


“IBABY'S FACE WAS RAW. 


te One Month by the Cut 
leure Remedies 





ar 





eze- 


When our boy was six weeks ol be bad a rasp Here is an advertiser who is liberal enough 
on nis cheek. [t spread op both cheeks and chin to even call ¢A7zs following reading matter. 
His face was raw. | doctored with jous reme 
dies, but It got 00 Netter My mother Advised me | 7 
to try the Cuucura | 4, 


them faithfully and 
one week the 





d Sewer Pipe 
ire Clay Chim- 





“ ; 
¥ seraich ct 
~ulicara Kemedi rae | 
nepican. I woull be pleased + 
This is a particular and a valued adver- 


tiser, and he recognizes this position as fol- 
lowing reading matter, 








see the Romeo supp 
gentlemen at Graham's. 
_ Henry Johnson & Lord are satisfied to call 
I have greatly enlarged my this next to reading. 
shoe stock. I have low priced 
shoes and high priced shoes. 
Largest stock in the city. 
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Dimock. 
= 
BAD BLOOD, 


The Soap | 


for : BAD BLOOD. 
Hard (EER nas'siten. 


Wate 











THE 
BLOOD. 





is Leno 


— - Foster, Milburn & Co. are quite particular 
er ¢ people, but we get no complaints from them. 
n 


. 3 ] act, our advertising calling for position 
This is recognized by Proctor as following is run absolutely without complamt. We 
reading matter. don’t get two postals a year. 


Publisher’s Comments Upon Advertisements (see opposite page). 
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Continued from page 442. 

the Morgan Manufacturing Co. is 

answered. But if pica old-style is ac- 

cepted, why draw the line at the small 


allowed why cannot the familiar 
double - column electrotype of the 
Cleveland Baking Powder Co. be con- 
strued as ‘‘ reading matter” ? 

Evidently we shall need to draw the 
line somewhere, and draw it firmly. 
’erhaps the most satisfactory arrange- 
ment to every one concerned would be 
to divide everything that goes into a 
newspaper in two classes, viz., reading 
or editorial matter and paid or adver- 
tising matter. But, until such classifi- 
cation comes to be universally accept- 
ed, PRInrERS’ INK would recommend 
advertisers to be very careful in phras- 
ing their contracts. Make the terms 
specific, so that they will be beyond 
the possibility of misunderstanding. 
A description such as “ pure reading 
matter,” or a special announcement 
that paid matter will not be accepted 
as reading matter, places the contract 
at once upon a clear and unmistakable 
basis. 

iieolanpeonas 


BRIGGS, D.D. 


WILLIAM 


The editor of the American News- 
paper Directory is often puzzled to de- 
cide upon the sufficiency or insuf- 
ficiency of a signature; for it is the 
custom in the Directory office to re- 
ceive as true a statement of newspaper 
circulation made in good faith and 
duly signed and dated : and the pub- 
lishers of the Directory guarantee the 
correctness of such statement by 
offering a reward of $100 to any person 
who will prove it to be untrue. In 
this connection it sometimes becomes 
important to know whether a signature 
has been written by the hand of a per- 
son of authority in a newspaper estab- 
lishment, or by some other person 
whose connection with the office or 
whose name even is not made known. 
Here is a casein point. In Toronto 
William Briggs, D.D., is announced 
as ‘‘ Book Steward” of the Methodist 
Publishing House, from which estab- 
lishment there are issued 

The Methodist Magazine, thonthly ; 

The Christian Guardian, weekly ; 

The Sunday School Banner, monthly ; 
and from these there have come the 
following statements of circulation, 
each bearing a signature, a fac-simile 
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of which is printed in connection with 
the reported issues. 
Toronto, September 21, 1891. 

Messrs. Geo. P. Rowell & Co., New York: 

GENTLEMEN—We certify that the following 
is the actual circulation of the Christian 
Guardian for the last twelve months: 

1890. 
Sept. 24.... 


419,900 
+ 13,900 
+ 13,900 
14,000 
14,000 
14,000 
13,900 


13,700 


. 15,500 
- 15,250 
. 15,000 ” 
++ 15,000 a 
+ 14,950 
+ 14,950 
15,100 
. 14,800 
14,900 
+ 14,900 
14,900 
14,900 
+ 15,100 
15,200 
+ 15,400 


May 
“ 
” 13,700 

14,100 

14,T0O 

13,900 


13,700 


June 
“ 


13,050 
13,050 
+ 13,650 
+ 13,700 
+ 13,700 
+ 13,050 


15,300 
15,300 
+ 15,250 
+ 15,200 
+ 15,200 
15,200 


15,200 


+ 13,050 
13,250 
+ 13,250 
+ 13,250 
+ 13,400 
15,000 + 13,400 
15,000 : 
15,000 
14,200 
14,200 
+ 13,900 


749,000 


14,404 
419,900 
I am, yours truly, 


e 
Toronto, September 21, 1891. 

Messrs. G. P. Rowell & Co., New York: 

_ GentLemen—The following is the circula- 
tion of the Alethodist Magazine for the past 
twelve months: 

October, 
November, “ 
December, 
qeney. 
‘ebruary, 
March, 


A ugust, 
September, 


We certify the above to be absolutely cor- 
rect. am, yours truly, 
! 


“« 


Toronto, September 21, 1891. 
Messrs. Geo. P. Rowell & Co., New York: 
GENTLEMEN—We certify that the circula- 
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tion of the Sunday School Banner for the 
past twelve months has been : 
1890. 16,700 
15,500 
13,200 
13,400 
13,500 


14,000 


November, 
December, 
January, 
‘ebruary, 
March, 
April, 
May, 
June, 
July, 
August, 
September, 
October, 


1891.... 


185,700 
pee? 
15,47 
The above statement is absolutely correct. 
am, yours truly, 


are these 
by William 


Now the question is: 
statements actually signed 
Briggs, D.D.? If they are, what 
the meaning of the small w or # that 
seems to follow and form a part of the 
signature? If the signature was not 
written by Wm. Briggs, D. D., Book 
Steward, who did write it? Without 
knowing more about this signature, 
would the publishers of the Directory 
be wise to risk a hundred dollars to 
guarantee a statement made under it? 
ceeaieis 


THINKS THIS IS AN IMPROVEMENT. 


1s 


NEw Yy. RK, October g, 1891. 
Editor of Prinvers’ Ink: 

It appears likely that the recent discussion 
in your columns of the Perry Vavis advertise- 
ment has borne good fruit, for the Pain 
Killer announcement has since been changed 
to the following: 


One thing is Certain— 


Pain Killer Kills Pain 


There are many kinds of Pain. 

There’s only one Pain Killer 
(Perry Davis’). 

It is sold everywhere, 

Buy right now, and be prepared, 


and in your correspondent’s opinion it is a 
better advertisement than was the one in six 
inches, Great is the power of Printers’ 
Ink! Senex. 


+> — 


A CASE OF MUTUAL UNFAMILIARITY. 


New York, 


INK: 


Oct. 13, 1891. 
Editor of Printers’ 

Mr. H. C. Brown, judging from the tone of 
his rejoinder to my article in Printers’ Ink 
on art in its relation to adv ertising, IS appar- 
ently deeply moved. He probably feels that he 
is menaced in his only vulnerable part, /. ¢., 
the pocket. In his wild haste to protect him- 
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self, he has entirely lost sight of the real drift of 
myremarks. I never raised the question as to 
whether illustrated advertisements do or do 
not pay. Probably they prove very profitable 

As to whether the greater profit accrues to the 
designer or the advertiser, it is not my purpose 
to inquire. I only meant to convey that, 
while art in advertising may be good for ad- 
vertising, it isa bad thing for art. Nor is ita 
high ideal for artists to aspire to—to stand at 
the beck and call of purely commercial persons 
of Mr. H. C, Brown's type. 

Meanwhile, I feel I am not competent to fol- 
low that gentleman in the mazes of his com- 
mercial calculations, in which I presume he is 
a specialist, though I may incidentally remark 
that I am not very familiar with his name or 
fame in connection with either art or com- 
merce Tuomas DONNELLY. 

+. 
DON’T WANT THE CREDIT. 
Boor AnD SHOE RECORDER, 
The Leading Shoe Paper, 
Boston, Mass., October 7, 1891 
Editor of Prinrers’ Ink: 

In your last issue you credit the advertising 
design of ‘* The Man in the Moon” to the 
Boot and Shoe Recorder, of Boston, We did 
publish the cut, but we copied it from the 
original design by the Gallison & Hobron 

‘ — York, publishers of the //atter and 
Furrier and the Clothier and /urnisher, 
who pon d the design for one of their ad- 
vertisers. As we do not desire credit to which 
we are not entitled, we wish that in justice to 
our esteemed contemporaries that you will 
give us and them the benefit of an explana- 
tion. Boot AND SHOE RECORDER. 

+--+ — 
COULDN'T FOOL HER. 
From the Toronto Grip. 

Mrs. Jimpsecute (reading the poem “ The 
Inchcape Bell”’ in rural weekly) : 

Sir Ralph the Rover sailed away, 

And scoured the seas for many a day. 

“‘ There now, 
aline more! It's one 
tiseme nts for somebody’ $ soap. 
fool me. 


don’t read 
adver- 
7 can’t 


that’s enough. I 
of those catch 


They 
--- 


JOURNALISTIC 

TION. 

From the Boston Transcript. 

** Look here,’’ said the editor to the reporter 
who had written up the burning of Deacon 
Green's corn barn at Jac ksonv ille, ** you don't 
say anywhere ‘ that scene recalled to many spec- 
tators | familiar passages from Dante's In- 
ferno. * No,’ rejoined the reporter, ‘ but 
I've put in * the scene beggared descri ption, 
and I'll work in the Dante and send it up. 


VIOLATED A TRADI- 


a 
PROTECTION FOR 
From the London Dai 
In these days the pill of advertisement is fre- 
quently disguised in the jam illustration, 
In other words, the proprietors of newspapers 
and mayazines draw attention to their adver- 
tisement pages by peppering them with c omic 
e ngrav ings usually of Transatlantic origin. 
3y some mishanc ethe Ludgate Monthy lately 
used a pictorial joke from Punch for this pur- 
pose, with the result that a perpetual injunc- 
tion was yesterday issued protecting Punch 
from such treatment in the future. Thus even 
a “chestnut ”’ has its value, 


PUNCH.” 


'y Globe. 


ot 
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Miscellanies. 


AN AWFUL DOSE, 

Inquisitive Citizen—What are 
that man for ? 

Policeman—F or “ that tired feeling.’’—7’uck. 


First Burglar—Bill, wot ye lookin’ 
over that paper fur? 

Second Burglar—I’ m findin’ out wot fam'- 
lies has shut up their houses an’ gone to wa- 
terin’-places to spend the summer. It’s a 
mighty lucky thing for us, Jake, that some 
folks likes to see their names in print.—/¥ asf. 


Didn’t Know.—A Chicago reporter, 
who had been sent out to interview a number 
of people on the death of James R. Lowell, 
called by mistake at the office of a real estate 
man whose name corresponded with the one 
on his list. 

“Is this Mr. Dobbs?” 

nat 


you taking 


“TI have come to get your opinion of James 
Russell Lowell—to ask your views as to how 
he stands in—”’ 

**I don’t know how he stands. 
Agency.” —Arkansaw Traveler. 


Beginning a Career. — Aspiring 
Youth: I understand there is a vacancy on 
your local staff ? 

City Editor—Yes, there is; in fact, we are 
very short-handed. I can give you a job at 
once. I want some one to go around and in- 
terview Slugg Bulldozer, the eminent poli- 
tician. This paper charges that he beats his 
wife and starves his children, and we want to 
know what he thinks about it. 

“ Um—er—haven't you a. 
viewer for that kind of work? 

** Oh, yes, several of them, but they are all 
in the hospital.” —Street & Smith's Good 
News. 


Giving Him a Chance. — Country 
Editor: You have done me many favors, Mr. 
Richmann, and I shall certainly be glad to as- 
sist that young man by giving him work on 
my paper, as you desire. But as you admit he 
has no literary talent, would it not be better to 
start him in some other business ? 

Mr. Richmann (a rural philanthropist) — 
Wall, you sce, it’s this way. u got interested 
in the young feller while visitin’ at the jail, an’ 
felt I'd like ter help him ter start fresh an’ 
earn an honest livin’. 

Country Editor—Of course. 

Mr. Richmann—Yes. Give every man a 
chance, I say. Wall, I feel purty sure this 
young feller is a nat’ral born thief, an’ 
thought I'd better start him where there 
wouldn't be anything to steal.— New York 
Weekly. 


Go to Dun’s 


,regular inter- 


A Rare Experience.—Young Poet : 
Did you ever reject one of your own articles, 
Mr. Shears ? 

Editor—Yes, I 
poems once. 

Y. P.—On what grounds ? 

Editor—I didn’t feel that I had enough 
money back of me to pay me what it was worth, 
so I rejected it and sent it somewhere else.— 

Life. 


rejected one of my own 


+r 
WANTS, 


Advertisements under this head SO cents a line 


UBLISHER of monthly wishing manager 

_may address “ PREMIUMS,” this office. 

7 ANTED—Mailablie Novelties. Send de- 
scription. Box 887, New Haven, Conn. 
ANTED— First-class Advertising Can- 

vasser. Address Box 2065 Boston, Mass. 

NY PERSON wishing to sell a proprietary 
article of established value may address 

T. F. K.,” P. O. 622, New York. 


NY trade or newspaper desiring a newsy 
Chicago letter by an experienced writer 
should address “ D,” care PRINTERS’ INK. 


ANTED—A location for ag »*kly Repub 
lican paper on or near the “Atlantic 
oat. Address JOE F. W HITE. Paintsville, 
y. 
VANVASSERS wanted to secure subscrip 
tions for Printers’ Ink. Liberal terms 
allowed. Address Publishers of PRinTERS’ 
Ixk, 10 Spruce St., New York. 


HOTO-ENGRAVING—A first-class zinc- 

etcher or photo-engraver desires posi 
tion on any Pa. or Md. newspaper. Address 
“ZINC ETCHER,” Box 672, New York City. 


IDDLE-AGED MAN wants position as 
manager of job grintios office. Capable 

of taking full control. Salary not less than 
2,000. padres Manager, care PRINTERS’ INK. 


MBOSSED BUSINESS CARDS of your 

concern, or catalog covers at $5.00 per 
thousand (in gold). Write, or come in and 
talk itover. GRIFFITH, AXTELL & CADY 
CO., Holyoke, Mass. 


ANTED—400 or 500 pounds second-hand 

brevier and 8) to 100 pounds second 
hand agate. None used by stereotypers will 
do. Send ipreetion, —_— quantity, to 
Herald, Binghamton, N. 


ANTED — Solicitor for Theatrical Pro- 
grammes aw } Spockeites, Washington 
and Baltimore. h $3,000 a year to man 
who can fill it. state terms for trial month. 
E. H. Allen, % Atlantic Bldg, Washington, D.C. 


| ye ISSUE of PRINTERS’ INK is 
religiously read by many thousand 
newspaper men and printers, as well as by 
advertisers. If you want to buy a paper or 
to get a situation as editor, the thing to do 
is to announce your desire in a want ad ver- 
tisement. Any story that can be told in 
twenty-three words can be inserted for two 
dollars. As a rule, one insertion can be relied 
upon to do the business. 


—- 
FOR SALE. 


Advertisements under this head 50 cents a line 


TTRACTIVE premium 
H. Ingersoll & Bro., 65 C 


INE GOODS for poematams. 
PUB. CO., 3 Reade St., New Yo 


HE AMERICAN FARMER. Oldest agri- 
cultural paper in U.S. Nearly half cent- 
ury in same hands. WM. B. SANDS, Balt., Md. 


Fo SALE— Alabama weekly with 4 


office. Good field for a daily. Good in- 
vestment for cash. Address “ FLY WHEEL,” 


care PRINTERS’ INK, 


oods offered by R. 
ortlandt St., N.Y. 


EMPIRE 
rk. 











PRINTERS’ 


F°% SALE—Afternoon Daily; long stand- 
iy. Gath required, 96008 Apply quickly 
city. Cas u P y quic 
to“ J. V. Z., care PRINTERS’ INK 4 . 
JOR SALE—Cheap, an established semi-mo. 
ricultural new ee a the West. 10,000 
circulation. Good advertising contracts, &c. 
Address “WEST,” P. O. Box 672, New York. 
Vy EEKLY NEWSPAPER, town’s advertis- 
ing ; only office ; jotting from four ad- 
joining villages. Hudson R. H ghiands. 7-col. 
cylin , two jobbers, cutter, plenty mater- 
ial. ill sell for my claim, $2,U00, past ong. 
Write yt APER W AREHOU! ISE, Albany, N. Y. 


¥ YOU WANT TO SELL your Newspaper 

or Job Office, a Press, or a Font of Type 
tell the story in twenty three words and senc 
it, with two dollars, to the office of PRINT- 
ERS’ INK. If you will sell cheap enough, a 
single insertion of the announcement will 
wenerally secure a customer. 


7E HAVE A HERRING SAFE that has 
been in use for twenty goats, originally 
cost $900; also a Marvin Safe, ten or twelve 
years old, with burglar-proof compartment 
cost $800. Both of these safes are large anc 
first class, and good as new. Will be sold on 
favorable terms. ater GEO, P. ROWELL 
& CO., 10 Spruce St., N. Y. 


IR SALE—A Western ow ae een Paper 
of good standing, established ten years ; 
circulation between 35,000 and 40,000; can be 
bought by the right party for $15,000.00. The 
or cleared over $3,000, exclusive of salar- 
es to owners, last year. Office is fully 
equipped. An excellent Gs oh rer for a 
practical newspaper man with limited capi 
tal. For full particulars, address B. M. HOL- 
MAN, care of Lord & Thomas, Chicago, IL 


VOR SALE—1 four horse wer Otto Gas 
Engine. Fine condition. Just overhauled. 
1 Stommetz Folding Machine. Four folds. 
Does good bookwork and excellent new spa 
per work. Size, 36x52. 1Self Clamping Cut 
ter, Eschlenker patent. Built by Howard 
Iron Works, Buffalo, Y. Size, 34x36. 1 
Double-cylinder Hoe Press, two years old. 
Fine condition. Bed, 36x52. This machinery 
will be sold in bulk or in part. Great chance 
for some one desiring to fit up an office. Ad 
dress L. L. THOMPSON, 142) Pa. Ave., Wash 
ington, D. C. 





SPECIAL NOTICES. 


Advertisements under this head, two lines or 
more, without display, We. a line. 


V AN BIBBER’S. 


Q@POKANE SP )KESMAN. 
» 





Aus LISTS ARE strong. 


} Fee tas INKS are the best. New York. 


GENTS’ HERALD, Phila., Pa. 
80,000 monthly. 

HE GRAPHIC, Chic oO, “the great West- 

ern illustrated wee kly. 


Phila., 15th year. 











HE GRAPHIC, Ch gzo—Most value at 
least cost to adverti \. 

OUISVILLE COMMERCIAL pays better 
than any other Louisville Daily. 

GENTS’ names $1 to om pe r 1,000 
AGENTS’ HERALD, Phila., 

COMPLETE Family Newspa SAN 
FRANCISCO CALL. Estab. Oa 


Fe TIRED, WEARY BRAINS, take BRO- 
MO-SELTZER. Sold everywhere. 


ARGEST evening circulation in Califor- 
nia—SAN FRANCISCO BULLETIN. 


WILIGHT PARK is run by a SANITARY 
CRANK, but cranks effect revolutions. 
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ley tty intelligent people Eeect hed 


by the SAN FRANCISCO BULLET 


ARGEST DELIVERED DAILY cire ulation 
in Connectic’ pot HAVEN NEW 


22,346 W.; circu 

56. 4 7 BO isto sa SAN RASC ISCO CALL. 
Hes ORDER Mechanical Engraving. 
Khodes, 7 New Chambers St., N. Y. 
NTERPRISE, Brockton, Mass. Circ’n 6,500. 
Advertising rates 15 cts. per inch per day. 
VHE ADVERTISER'S GUIDE, 16 pages, 
fall ag mailed on eh of stamp. 

STANLEY DAY, New Market, N. J 


HREE GOOD CUTS of aueeey you may 


name for 2-in, space in your paper lyr. 
W. T. FITZGERALD, Washington, 
IRECTORY PUBLISHERS, please send 


I 


rice list of your directo 
L. Box 1407, Brad 


circulars and 
ries to U. S. ADDRESS CO., 
ford, McKean Co., Pa. 


EDICAL BRIEF (St. Louis) has the largest 
i circulation of any medical journal in 
the world. Absolute proof of an excess © 
thirty thousand copies each issue. 


P’ APER DEALEKS.—M. Piummer & Co., 
161 William S8t., N. Y., sell every kind of 
paper used by printersand publishers, at low 
est prices. Full line quality of Printers’ INK. 


NHE SCHOOL JOURNAL, Weekly (circula 
tion 18,000), and TEACHERS’ INSTITUTE, 
Monthly (circulation 47,000), reach a large 
proportion of 300,000 teachers and school 
officers. Circulation proved. New York. 


Qi THE “HAPPY MEDIUM.”—Reach 
the Doctors and Druggists through Brans 
ford Lewis’ FORTNIGHTL y M.D., St. Louis. 
“Every Other Week,” at monthly rates. 


TE will exchange THE INDICATOR, a 
National Journal of Insurance (0th year) 
with any newspaper or periodical hav ing \ 2 
insurance department. Address F. H. LE 
ENWORTH PUBLISHING CO., Detroit, Mich. 


Eon YRS’ SUBSCRIPTION ACC’T BOOK. 
Only perfect method for subscriptions. 
5 years’ record. ew System. Farm-Poultry 
uses books for 34,000; Lutheran Observer, 
13,000; Lrrigation Age, 11,000. Sample free. 
O. KLING, Denver, Colo. 


HY NOT OWN an Illustrated Newspa 
r to advertise your business ? id 
ou know it could be done at moderate cost ? 
-articulars and met free to any respon 
sible firm. PICTORIAL WEEKLIES CO., 
28 West 23d St., New York. 


VHE HERALD OF HEALTH, Kinston, N.C. 

A new medical monthly for the laity. 

Dr. H. 0. Hyatt, Editor; W. S. Herbert, Adv. 

Manager. L imited space for advertising. No 

patent medicine ads taken. Circulation for 

next 11 mos. guaranteed not less than 4,000 
copies any issue. 


ENVER, Colorado.—Geo. P. Rowell & Co. 

of New York in their new BOOK FOR 
ADVERTISERS name the best, most widely 
circulated, most influential papers at each 
important center of population or trade 
throughout the whole country. For Denver 
the paper accorded this distinction is the 
DENVER REPUBLICAN. 


F the 207 newspapers and periodic: ere 

lished in Connecticut in 1891, the HART 
FORD TIMES stands at the head in point of 
circulation. The American Newspaper Di 
rectory ratea it the highest by several thou 
sand. It is undeniably the newspaper in 
Conn. for the advertiser seeking best results. 
A popular family newspaper. 


HE AGE-HERALD, Birmingham, Ala., the 

only morning pape r printed in the min- 
eral region of Alabama. Average daily cir- 
culation, 7,500; average a circulation, 
10,000; average weekly circulation, 25,000. 
Population of Jefferson County, in which 
Birmingham is located, 100,000, For advertis- 
ing rates address THE AGE-HERALD COM- 
PANY, Birmingham, Ala! 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., Pustisuers. 
Office: No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price : 
Two dollars a year in advance; single copies 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, agate measure, 50 cents a 
line; $100 a page; one-half page, $50; one- 
fourth page, $25. Twenty-five per cent. addi- 
tional for special positions—when granted. First 
or Last Page, $200. Special Notices, Wants or 
For Sale, two lines or more, 50 cents a line. 
Advertisers are recommended to furnish new 
copy for every issue. Advertisements must 
be handed in one week before the day of pub- 
lication. 


EDITOR. 


JOHN IRVING ROMER, 


1So1, 


“NEW YORK, oc -TOBER 3; 

For the week oulies October 14, 338 new 
names were added to the mailing list of Print- 
ers’ Ink. 





magazine has been 
Francisco called the 
Californian. It is in the size and 
style of Scridner’s, and, what is sure 
to strike any one in the business curi- 
ously, the first issue contains forty-one 
pages of advertising. Now, it is well 
known that it is a difficult thing to get 
advertising for a new paper—particu- 
larly its very first issue. J/unsey's 
Magazine, a periodical of the same 
class, which has just appeared but 
which has the special advantages of 
succeeding a weekly paper with a regu- 
lar advertising patronage and of being 
published in the center of the advertis- 
ing district, shows twenty-seven pages 
of advertising. This would ordinarily 
be considered large for a new paper, 
but the Western magazine entirely out- 
strips it, and that, too, with the adver- 
tisements of leading general advertis- 
ers. Apropos of this circumstance, 
the San Francisco Argonaut prints the 
following : 

The advertising pages of the new magazine 
are numerous, and give it a look of incipient 
prosperity. On remarking this to an adver- 
tising expert, he smiled cynically and said : 

“1 am afraid that the conductors of the new 
magazine have been unduly benevolent toward 
certain Eastern advertisers.” Pressed for an 
explanation, he thus deliv ered himself : ** Cer- 
tain advertisements,’ ’ quoth he, “‘ are what are 
called placed ‘ads.’ For example, this baking 
powder company always places its ‘ad.’ (in a 
magazine, that is) on the upper left-hand cor- 
ner of the fourth page of the cover. It will 
accept no other position, It dictates terms to 


A MONTHLY 
started in San 
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such magazines as Harfer’s, the Century, 
Scribners’, the Cosmopolitan,etc. Yet I find 
it in the new Californian in the center of the 
advertising pages, a position the baking pow- 
der people never would accept before. The 
conclusion is irresistible—either that the new 
by et me people have broken the spirit of 
the haughty baking powder company, or that 
they have inserted its advertisement in con- 
sideration of love and affection. 

** Here is another ‘ad.’—a soap ‘ad.’ These 
soap ‘ads.’ are prepared in London and dis- 
tributed in this country through a New York 
agency. They are printed in thousands of 
papers, and sacuadie one form of copy does 
for many papers. Yet here is an entirely dis- 
tinct ‘ ad., ” based on California conditions, It 
is queer, isn’t it ? 

“ Here again—this advertiser invariably uses 
a certain style of type. To insure this peculiar 
style of display, he sends out electrotypes to 
the hundreds of newspapers that print his 

‘ads.’ They are never set up in type by the 
various newspapers, yet here you see is his 

‘ad.’ set up from type, and not the peculiar 
type that he affects. 

** Another case: this advertiser never prints 
an ‘ad.’ without a certain cut, which is a trade- 
mark, You can search vainly through the 
nineteen thousand newspapers of the United 
States and Canada for an instance of this ad- 
vertisement without the cut, Yet you will 
find the ‘ ad.’ without the cut inthe new Cadi- 
Sor nian magazine. 3 

* That,” said the advertising expert, 
why I smiled.’ 

If we may accept the suggestions of 
the Argonaut’s ‘‘ expert” as the true 
explanation of the case, the circum- 
stance points out an interesting de- 
velopment. Advertisements have 
come to be considered not merely as 
signs of substantial prosperity in a 
periodical, but are regarded as a de- 
sirable feature in themselves. Even 
Harper's or the Century would have a 
“‘lean and hungry look” without its 
business announcements. ‘The writer 
knows of one or two isolated instances 
where subscribers to standard maga- 
zines have the advertising pages re- 
moved every issue and the magazine 
rebound for more convenient handling. 
But the people who do this are the 
kind who stick to old-fashioned con- 
trivances in preference to modern in- 
ventions, and wouldn't be likely to buy 
the sort of things advertisers have for 
sale. Most wide-awake people who 
make money and spend it find pleasure 
in turning over the advertising pages 
as a sort of relaxation from the per- 
usal of the literary contents. 

And what is true of magazines is 
true of newspapers. 

The more really ** newsy ” advertise- 
ments they get, the more interesting 
they become to the great public. Mag- 
nificent emporiums with almost un- 
limited stocks of fine goods, and com. 
peting with one another in prices, have 


“ 


is 
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greatly developed the ‘‘ shopping” in- 
stinct—for it is an instinct—in women. 
The advertisements in a measure 
gratify this instinct. The busy wo- 
man, tied down by household cares, 
can now and then snatch a moment to 
run through the advertisements, just 
as she would range through the retail 
stores, from Macy's to Stern Bros. and 
from Lord & Taylor’s to Hearn’s. In 
neither case will she buy everything 
she looks at, but she does make a pur- 
chase ultimately, and experience has 
shown business men that enough pur- 
chases are made in the long run to war- 
rant being on hand and in a conspicu- 
ous position, and to warrant extending 
a broad, hearty, generous welcome to 
every comer, 

That is just what your advertisement 
is doing for you every day in the year 
— if it is the right sort of an advertise- 
ment. 
od -— 

BUSY PUBLISHERS AND CIRCULATION 
STATEMENTS. 
Avrora Dairy Express. ] 
Circulation, 2,300. 

Pierce Burton & Co., Proprietors. 
Avrora, IIL, Sept. 21, 1891. J 
P. Rowell & Co.: 

I think you do injustice to publishers who do 
not choose to give you a detailed statement of 
the number of copies published from day to 
day for three moaths. The busy editor and 
publisher who is trying to do as much of his 
own work as he possibly can, has no time for 
such work. He would have to employ an ex- 
tra clerk, or waste enough of his own time to 
amount to more than all the foreign advertise- 
ments he receives. Take my own case. I have 
been issuing between 1,900 and 2,500 copies 
daily during the last year. I tell everybody 
and invite an inspection of such as choose 
to make it; but I have no time to devote to 
statistics to prove that I am not lying. If any 
one don't believe, he needn't. I can spend my 
time to better advantage than in establishing 
my reputation for truth and veracity, by at- 
tending strictly to my own business. For the 
sake of economy, I do all the work about the 
office I can. I am editor, business manager, 
have charge of the circulation, carriers and 
advertising, attend to the mailing, am boss en- 
gineer and pressman. Although I might do 
more business by hiring extra help to do this 
work, I think my profits are greater to do as 
I am doing. expect to put in a web per- 
fecting press shortly, and may then have more 
time to give statistics. Yours truly, 

Pierce Burton. 

The fact that Mr. Burton takes the 
trouble to write a letter of the above 
length on this subject seems to indicate 
that he is not so indifferent, after all, 
to ‘‘ foreign advertising.” A publisher 
is like any other business man—he has 
something for sale and he is in busi- 
ness to make money. The thing that 
he sells to advertisers is his cireula- 


Messrs. Geo. 


so, 
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tion. A grocer might say that sugar 
was not a very profitable article—that 
he could spend his time to better ad- 
vantage in selling wines and cigars— 
but so long as he kept sugar for sale 
his customers would be justified in de- 
manding fair weight. As a rule, those 
publishers who, for some reason or 
other, prefer not to make the figures 
known are the ones whose circulation 
is rather overrated than underrated and 
who therefore have nothing to gain by 
telling the facts. Moreover, it is not 
such a difficult task to keep a record 
of the number of copies printed, If 
Mr. Burton was really anxious to make 
the detailed statement, we think he 
would be able to find a way without 
injuring his usefulness as either editor, 
boss engineer or pressman. 

Here is the testimony of another 
publisher who has made the trial : 

Tue Leaver, Daily and Weekly, 
ALLIANCE, Ohio, October 3, 1892. | 

Messrs. Geo. P. Rowell & Co.: 

GeNTLEMEN—For the first time, we have 
followed your instructions as to keeping a 
record of the circulation of the daily and 
weekly Leader for three months, and now 
that it has been done we must say that we 
like the plan. Nor is it a difficult task. It 
should be encouraged by every publisher who 
would have the actual circulation of every 
journal appear in your Directory. We inclose 
records, so kept, for your use, 

Very respectfully, 
JEADER PRINTING 
-o 

A PAPER called /¢ has been started 
in a small town in Georgia. Phila- 
delphia has a Chin and Indiana a 
Kodak. 


Co. 


THE power to originate » anything is 
not very widely diffused. Every suc- 
cessful thing is bound to have imita- 
tors. Sometimes, but rarely, the imi- 
tation will be an improvement upon 
the original. 

jaillpatinitiiiinn 

THE following curious advertisement 
has recently appeared : 

Matt. vi:4. Send 


SECRET CHARIT san Offering in 


blessed name, and receive what you have 
so long waited for. BIBLE OFFICE, 33 
way, 








oe 


PUBLISHERS of daily 


papers will 
find a practical example, furnished by 
the Indianapolis News, of the sort of 
statement of circulation that gains cre- 


dence in the office of the American 
Newspaper Directory on page 457, of 
this issue. It bears the additional 
merit of being clear and arranged so 
that it is easy to comprehend, 
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Organs $35 up. Catalogue FREE 


BEATTY Dan’! F. Beatty, Wash’ton, N. J. 
LETTERS Goodwin tits Seay, i. 


F YOU WISH to advertise an seing oar: 


where at any time write to GEO. P. 
ELL & CO., No. 10 Spruce St., New York. 


OOD ENGRAV INS. Perris Pets 


GOLDTHWAITE’S 


GEOCRAPHICAL MACAZINE. 
CIRCULATION UNIVERSAL. 


Portraits—Made to order from 
Photos. Cheapest new epener cuts 


$1.00 made. Send for proofs. NTRAL 


PRESS ASSOCIAT’N, Columbus, O. 


VHE PRICE of the American Newspaper 
Directory is Five Dollars, and the pur 
chase of the book carries with it a paid sub 
scription to Printers’ Ink for one year. Ad 
dress: GEO. P. ROWELL & CO., Publishers, 

No. 10 Spruce St., New York. 
GOES to every town 


ADOBELAND and mining camp in 


New Mexico and agons. $3 per year. Al 
buquerque, N.M. The brightest weekly in 
the Southwest. 


HENEVER an advertiser does business 
with our Advertising Agency to the 
amount of $10, he will be allowed a discount 
sufficient to pay fora year’s subscription to 
Printers’ INK. Address: GEO. P. ROWELL 
& CO., Newspaper Advertising Agents, No. 10 
Spruce St., New York. 


To Advertise in Great Britain 


SEND mY OR CONSULT F. W. NOS- 
TRAND, 51 Tribune Building, New 
York (Branch Office in London). T e lead- 
ing English Papers on file for inspection. 
Immediate quotations given and advertise- 
ments forwarded by first steamer. 


YLASS PAPERS. Trade Papers. Complete 
lists of all devoted to any of the various 
trades, professions, societies, etc., may be 
found in Geo. P. Rowell & Co’s “Book for 
Advertisers,” which is sent by mail to any 
address 3 recet . of one dollar. Apply to 
GEO. P. & CO., Publishers, 10 
Spruce St., Row York 


Educational | Lists , 
For Advertisers. 
We are prepared to address envelopes or 
wrappers to teachers and school officers in all 
sections of the U.S. and in the best parts of 
Canada. Our lists are fresh and reliable, and 
they are the or/y ones in this field that are so. 
Tue Teacner Co., 51 E. oth St., New York. 


CATALOGUE OF 4,000 PAPERS in which 
we own $100,000 worth of advertising 
space that we wish to sell, will be sent to 
any address on receipt of 15 two-cent stamps. 
We will receive orders for advertisements 
to be inserted in these papers and accept 
from parties having fair business ratings 
notes coming due after the Lie gry | has 
laced and its results realized. Address 
ROWELL’S NEWSPAPER ADVERTISING 
BUREAU, 10 Spruce St., New York. 


MUS FOR “*warr" 
Men 

If you desire a fine Guitar, Mandolin or Zither 

for your rsonal use, send a copy of your 

paper and lowest rates to the manufacturers 

of the world-famous 

Manéolies 


WASHBURN OC intz 
and Zithers. 
LYON & mer gy! State & Sts., Chi 
cago. . Ba— ashburn Souvenir” cata- 
logue sent im on request, Contains por- 
traits of famous artists- 
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50 Daily Newspapers 


You may select any 50 papers from a list of 
260, having a monthly circulation of 8,807,800 
at $3.00 per paper for one inch space (week 
lies gratis). List mailed on applic sation. 


B. L. CRANS, 10 Spruce St., N. Y. 


PRESSWORK. 


Large Runs Solicited. 
Facilities 300 Reams Daily. 
GIBB BROS. & MORAN, 


PRINTERS, 
45-51 Rese Street, - New York, 


SOMPOSITION—BLECTROTYPING—BINDING._ 


VERY ONE IN NEED of information on 
the subject of advertising will do well 
to obtain a copy of “ Book for Advertisers,” 
pe? ages, price one dollar. Mailed, postage 
, on a of price. Contains a careful 
een rom the American Newspaper 
Directory of all the besi papers and class 
journals; gives the circulation rating of 
every one, and a good deal of information 
about rates and other matters Fo tommy, to 
the business of advertisin Address ROW 
EL. a3 Y at ERTISING BUF REAU, 
S ss 


Dodd's 2 wusintesmck Boston. 


Send for. = 





10 Spruce 














CAREFUL SERVICE. 


LOW ESTIMATES. 28 


RELIABLE DEALING. 








Study Law 
At Home. 


Take a course in 
the Sprague Corre 
spondence School of 
Law. Send ten cents 
(stamps) for partic- 
ulars to 


W. C. Sprague, L.L.B. 
812 Whitney Block, 
Detroit, Mich. 


ADVERTISE IN 
The National Reporter System 


10 Magazines, 30,000 Weekly Circulation. 
All Pa ever be of — class. 


They ARE 


read ! 
They PAY the advertiser ! 
For particulars address 


S. C. WILLIAMS, Mgr., 42 Tribune Bg., N. Y. 


Preferred Position. 


We have leases on all the most prominent 
walls in the leading eities and towns, and 
can peiet your signs where they will AD 
VER you. 

No back-street or country-road locations 
for us. 


THE R. J. GUNNING CO., 
Advertising Sign Contractors, 
297 Dearborn Street, Chicago. 
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TO PUBLISHERS 


who want to club with 


THE GREAT DIVIDE 
and be able 
To Give a $10.00 Value 
at a cost to them of 
LESS THAN $1.00, 


write for particulars to THE GREAT DIVIDE, 
1518 Arepahoe St., Denver, Colo. Club Dept 





AMERICAN Newspape rs printed in for 
eign languages. Complete lists of Ger 
man, Scandinavian, French, Spanish, or 
Portuguese ye a in the Un ted States, 
or all those printed in any language other 
than English, may be found in Geo. 
Rowell & Co’s * Book for Advertisers,” which 
is sent by mail to any address for one dollar. 
Apply to GEO. P. ROWELL & CO., Publishers, 
10 Spruce St., New York. 


CANADA. 


you intend advert'sing in Canada it will 
m2 interest to know that we handle more 
business with Canadian newspapers than any 
other Agency in existence. We control the 
Canadian advertising of many of the largest 
and shrewdest advertisers in the world, 
Pears’ Soap, for instance. Our efforts are 
devoted to Canada alone. We have no pre 
ferred list, but handle them all. Write us 
before plac ing your orders. A. McK IM 
& CO., Montreal, Canada. 


puct a NEWSPAPER 
ADVERTISING ssency 


WE GIVE TO ALL CUSTOMERS 











Judicious Conspleuous 
Selections, Positions, 
Experienced Unbi 
Assistance, Opinions, 

pt 7! An 
Transactions, (1 Confidential 
Low Prices, rvice. 





ADVERTISEMENTS DESIGNED, PROOFS SHOWN AND 
ESTIMATES OF COST IN ANY NEWSPAPER 
FURNISHED FREE or Cuarce. 


J.L. STACK & CO. 
Newspaper Advertising, st. Paut, Minn. 





VISEQRI 


EEN OF SAFET 
Ne 


ES 





OVERMAN, WHEEL CO., 


Rs, 
CHICOPEE T4rLs, MASS. 
BOSTON. WASHINGTON. DENVER. SAN FRANCISCO 
A. G. SPALDING & BROS., Special Agents, 
Chicago, New York and Philadelphia. 





URING the last four months 
our line of new books for the 
\ coming Holiday Season has 
>)\4(4 shown to more than one 
))((( thousand booksellers. 
( The universal verdict és, that 
nothing in the way of illustrated 
books has ever equalled this display. 

Prices are low, and we make favor- 
able terms. 

Our claim that the public will buy 
them quicker than they will the poorer 
made books, is not disputed. 

There is money in them for any 
house with a book counter. 

Catalogues and rates furnished on 
application. 

Samples shown at our store. 


E. P. DUTTON & CO., 


31 West 23d Street, 
NEW YORK. 


Annual Promians List 


—IN— 


Artbar’s 
New Home 
Magazine, 


lllustrated, 


PHILADELPHIA, 
—FOR— 


November and 
December. 


Large Extra Edition. 


G°°SD TIME T° TRY IT. 


No advance in rates. 


Space at all the Agencies. 





Sample Copy Free. 
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—THE— 


Toronto Globe, 


Canada’s Foremost 
Newspaper. 


DAILY Semin on delivered each morn 

g by Special Train, carrying GLoBEs 

ys and running 150 miles through On 

tario. Circulation printed in plain fig 
ures every day. 


SATURDAY EDITION, 2 pages, with 
four pages on extra paper, beautifully 
illustrated by half-tone process. Hand 
somest Saturday daily in Canada. 


WEEKLY EDITION— Weexty Giose 
AND CANADA FARMER”—reaches every 
nook and corner of Canada. The most 
popular family weekly in the Dominion. 


Rates Based on Actual Circulation. 


Detailed Daily Statement to any Advertiser. 


Exclusively represented by 
ROY V. SOMERVILLE, 
SPECIAL ACENT, 

105 Times Building, New York. 











A PERFECT SEASON 
RESULTS 


Advertisers are reporting larger returns from 


ALLEN’S LISTS 
than ever before. 


Those whose business is of such a nature 
that they can trace their returns to the me- 
diums that influence them, find that Allen’s 
Lists 


LEAD ALL THE REST! 


A number of the most conservative of the 
great business houses took special means 
of making such tests. The result has uni- 
formly been large, continuous contracts. We 
court the test; it is a race we like to enter, 
especially in company with the fastest of the 
gilt edged. 


ALLEN’S LISTS, Augusta, Maine. 


OF 
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Clese Figures show that “ Comfort’s” circu- 
lation for November will exceed 950,000 copies. 
This will bring your advertisement before more 

than five million people, or about one in eve 7 
[twelve of the inhabitants of the U.8. COMFOR' 

s the most werful and m etic advertising 
medium in the world; its circulation the la: 

rates the low est. Is there any wonder that adver- 
tisers continue Yr 5: “If you put itin Comfort 


it pyase a pane or Ba ey 
Nort & MORSE CONCE 


Me. New 
York office, 23 Park wT PERKINS, Mgr. 





How T0 

SECURE 
ADVERTISING 

FOR YOUR 

SPECIAL EDITIONS. 


About this time of the year it Is 
the practice of many enterprising 
newspapers to get out special edi- 
tions, for which they seek patronage 
from advertisers. 

The best, most effective and cheap- 
est way to call the attention of ad- 
vertisers to these special editions is 
to announce them in PRINTERS’ INK. 
To be most effective, the announce- 
ment should be sent in not less 
than a month before the date of the 
special edition. 


GEO. P. ROWELL & CO., 
Publishers, 
10 Spruce Street, N. Y. 








PRINTERS’ 


| 


WHY 
NOT 
TEST 


The Agents’ Guide 


As an 


Advertising Medium ? 


15,000 Monthly, 


or no pay. | 





Rates, 50 Cents per Line. 
20 per cent cheaper on yearly ad- 
vertisements. 


SEND FOR SPECIMEN COPY. 


GEO. W. CLAFLIN, 


PUBLISHER, 
122 Nassau St., NEW YORK CITY. 


Are You Going to Advertise 
This Fall ? 


The Toledo Blade, 


TOLEDO, OHIO. 


Circulation of Circulation of 
DAILY EDITION, | WEEKLY EDITION, 
13,500. 120,000. 


For more than twenty years the WEEKLY 
BLADE has been in the front rank as a first 
class general advertising medium, and never 
was better than now. Jt has had above 
100,000 circulation a greater number of years 
than any paper in the United States. 

The LY BLADE since 1885 has nearly 
trinied its circulation. Its circulation is now 
greater than all the other Toledo Dailies 
combined, and greater than any other Daily 
in Ohio outside of Cleveland or Cincinnati. 
No other paper (or combination of papers) 
half so well covers Toledo and Northwestern 
Ohio. Every adv agtiocs should use one or 
both editions of the BLADE. Write us for 
estimate. 


THE BLADE, 





Toledo, Ohio. 
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If you 

Wish to be 
Represented 

In the 

Splendid 
Thanksgiving 
Nuinber 

Of the 

New York Ledger, 
Order and ‘‘ Copy” 
Must be 

Sent at once. 
Limited space. 
Forms close 


October 31, 1891. 





ANOTHER 
TESTIFMONIAL 


FOR 


WILSON'S NEWS INK. 


THE DULUTH ‘‘ EVENING HERALD,”’ | 
Duluth Printing & a Co., | 
Publishers. [ 
EMIL SCHMIED, Manager. | 

Duluth, Minn., Oct. 6, 1891. 

W. D. WILSON PRINTING INK co., 
New York City: 

Gentlemen—inclosed please find draft for 
$30.00, to cover your bill forink. You may 
put down our order for another barrel, same 


, | as this, to be shipped us in November, be- 


fore navigation closes, which, | think, is 
Nov. 15th. Ship it between Ist and 15th. 
This ink is very satisfactory in every way, and 
although the freight makes it cost us some- 
thing over 7 cents, we prefer it to any 7 cent 
or 8 cent ink we have ever used. You can 
count on our orders so tong as you furnish 
this quality of ink. Very truly yours, 
EMIL SCHMIED, Mgr. “ Herald.” 
The above testimonial speaks for itself. 
We sell our Inks fairly on their merits. 
Send for prices and discounts. Address 


W.OD. Wilson Printing Ink Co. 


140 WILLIAM ‘ST. NEW YORK. 











PRINTERS’ INK, 


Livertsing Clocks. 


Send for our new Catalogue of Advertising | 


Cc i ks, just from the press. 
We make Clocks suitable for Advertising 


Retail Clothiers, Dry Goods Stores, Cigars, | 


Tobacco, Newspapers, Shoe Blacking, Cocoa, 
Baking Powder, Spool Cotton, Insurance 


Co’s, Varnish, Perfumes, Agricultural Imple | 


ments, Flav oring Extracts, Bicycles and} 
numerous other lines 
Write, stating on what quantity you 


quotations. 


BAIRD cLocK co., | 


PLATTSBURGH, N. Y. 


41,588,584 
Circulation 


In six months, July ist to Dec. 31st, 1890, was 
= by our agency to the 3i¢-inch adver 
isements of 





Scott’s Emulsion 


of Cod Liver Oil) 


= Home Print country weeklies. 

We believe an investigation would ~~ 4 
many advertisers that they could use the 
Home Print weeklies to advantage. 

of this class of 


Our Catalogue « of tate cam of 
Edition for 1891, will be sent to any adver 
tiser on a »plication, and our method of work 
fully explained. 


x CE, tt 
N. W. BRANCH, Home Insurance Bids, CHICAGO 
EASTERN BRANCH, 54 Beekman St., KEW YORE 


aeacnd | 





Put 
Them 
On 
Your 
List 


Sunday School Times, 
PHILADELPHIA. 
rian. 

Observer. 
Baptist. 
Standard. 
ian Journal. 
rch saapenget 
Recorder. 
Instructor. 
Statesman, 
Recorder. 
Lutheran. 
BALTIMORE. 
Baltimore Baptist. 
Episcopal Methodist. 
Presbyterian Observer. 














The religious paper is always a 
family paper. It has been read 
in the family for years, perhaps 


for generations. Confidence has 


established in it, and this, 


been 
as a rule, applies to its advertis- 
as well as to its 


ing columns 


editorials. 


This is notably the case with 
We edit the advertising 
advertisements 


our list. 
columns. Some 
are promptly accepted in the be- 
lief that all they promise will be 
fulfilled. Others are as unhesi- 
tatingly refused. We have 
clined over two thousand dollars 


de- 
| . . 
of proffered business in the last 


two weeks. 


We are not doing business for 
to-day. We the solidest 
advertising there is going. We 
try to deserve it by offering good 

and a low one. 


want 





| papers, one price, 
Why are we not doing some 
advertising for you? 


One 
Price 
Advertising 


| Without Duplication 
| of en 


HOME 
JOURNALS 15 wasnians 
Every Week 


Over 275,000 Copies 
Religious Pres 


Association 
Phila 











PRINTERS’ INK. 
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! 
DOESN'T CLOG. 


ons Tue LucKEY ADVERTISING AGENCY, 
ELGIN, IIl., 6-3-'g1. 


RICS The Tadella Pen Co., 


iicomen—ds. | St. Paul, Minn.: 


| 
| 

THE | For several years I have used litho- 
LEADING graphic pens for drawings of advertis- 
ing cuts, but after a few days’ use the 

FASHION ink seemed to clog them. 
| Not long ago I bought some pens of 
MONTHLY a stationer, and one of your pens hap- 
pened to be among them. I have 
used it for over two weeks, and photo- 
Guaranteed Circulation, | engraving ink will not clog it. I shall 


120, 000. use them exclusively in the future. 
Yours truly, 


J. R. Luckey, M’g’r. 


















Advertising Ka Rates, 45c. 





— of 12 styles, 10 cts. 





Preferred positions extra | 
Forms close the 20th of the Month. | 


550 Pearl S 


A solicitor of large experience, business 
ct, tate a and push, — in New 
ork, iladeiphia, itimore, New Orleans, 
Chicago, St. Louis, Milwaukee, Cincinnati, TRADE MARK 
Cleveland and San Francisco, to. secure ad a 














<TADELER 


ALLOYED -ZINK 


















vertisements for a leading monthly journal 
circulated throughout the United States. | TADELLA PEN co., 
Address OBERLY, 124 a - Av. » | ST. PAUL, MINN. 
ew ror 








A Vigorous Push. 





That is just what the publish- 
ers of FARM AND HOME are 
making for business the coming 
season and with this end in view 
will print extra large editions 
for the next six months. 


From October to April 


30,000 COPIES EXTRA EACH ISSUE. 


Making the total editions during the above months 


280,000 Copies Each Issue Guaranteed ! 


NO EXTRA CHARGE FOR ADVERTISING. 


Thus it will be seen that with the next twelve issues of FARM AND HOME 
advertisers will get a total circulation of 


SSO,O0°0 Copies E'ree ! 
sPeincritcD. Mass. THE PHELPS PUBLISHING CO. onidxcs, T2tiNdis. 





















































PRINTERS’ INK. 


FIFTH FLOOR DENTISTRY. 
“ That tooth will come out this time!” 


ITEMS OF INTEREST 


Is a practical magazine of 112 pages, containing 4 pages of useful reading 


FOR DENTISTS. 


For the last twelve months it has had an average 
Circulation of 7,870 Copies 
throughout the United States and 44 other countries. 

For November, December and January we will issue, each month, a 
Special Edition of 12,000 Copies. 
Rates and sample copies furnished. 


THE WILMINGTON DENTAL MFG. CO., 1413 Filbert St., Philadelphia, Pa. 


THE 
TAR 


espe 7 Bheage-iU.---- FH... 
Co. a 
advertised 

in about s é 
1,700 papers mmm min dE, GS 
and received 
more returns 
from 








The 


Cincinnati 


POST 


than from 
any other TAR-OID co 
6 papers in a a a 
the list. ~ ae ss 


E, T, PERRY, 86 & S87 Tribune Buildin ng, N +, Will furnish rates, sample 
copies and further in Reine 








PRINTERS’ INK. 


CIRCULATION OF THE INDIAN- 
APOLIS NEWS. 


Nine Months’ Average—Comparison 
of Figures with Other Papers. 
The Indianapolis Mews presents be- 

low a detailed report of its circulation 

for the first three quarters of the year 

1891, ending Sept. 30. It shows just 

ninety copies short of the round num- 

ber of 26,000 daily average for the whole 
nine months. Accent is laid upon the 
fact that no spoiled, left-over or given- 
away papers enter into the count. 
rhis is an important item to the adver- 
tiser in this day of juggling with circu- 
lation figures. Both of our morning 
contemporaries resort to the policy of 

a free distribution of papers in their 

strained effort to circulation. 

This is not circulation within the fair 

meaning of the word, and wherever 

the courts have construed the term they 
have ruled that, toward the advertiser 
fair dealing requires that circulation 
rightly includes only copies paid for 
by, or on behalf of, those who read 
the paper, showing that they regularly 


boom 
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26.011 26°777 
26,553 28,067 


27,013 
27; 314) 


25,852 
25,618) 
25,871 
25,948 
25,801) 
27,026) 27,900 
26,484 
26,720 
26,742 
26,571) 
3B 619) 26,7 749) 
27, ,196) 


25, 705 


27, 





Totals |682,961/627,790'699,667 693,752/674,098 
Grand total, 6,063,008. 


674,098) 
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rely upon and peruse such paper, 
which constitutes the consideration to 
the advertiser. 

Considering the time of year cov- 
ered, the exhibit shows a growth which 
has quite overtaxed our already large 
mechanical equipment and rendered 
necessary the purchase of still another 
perfecting web press of like pattern 
with the two superb machines now in 
use. The manufacturers have prom- 
ised to have the new press in place 
during the present month, after which 
we shall be able to effect a more 
prompt and somewhat earlier delivery 
of this paper. The News is the only 
newspaper in the State requiring more 
than one press for its output. This 
paper offers to guarantee that its bona- 
fide circulation for the period named 
above exceeds that of all the other 
dailies of this city added together, 
and proposes, if any advertiser will 
induce these papers to *‘ show up,” 
and the result proves we are mistaken 
in equaling all the rest combined, that 
we will refund to each advertiser a 
percentage of what he has paid equal 
to the lack. 





25,495 
25,325 


26, 152 


24,981 
25,460 
25,418 
25,282 
25,390 
26,093 


25, 564 
25/216 
22h 
25,327 
25, 246 





25, 114) 
25,00 


25. 428) 
25,345) 


25. 
663,626 660,534 





673,28 3,232 687 7,366 


Daily average tor nine months, 25,910, 
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An Attractive Medium 
Of Great Value is 


“GOLDEN DAYS.” 


ALL CLASSES of Advertisers Find it Profitable. 








The High Character 
and immense circulation of GOLDEN DAYS make it 
productive of profit to either the occasional or the per- 
manent advertisers who use it. 

GOLDEN DAYS has the highest esteem of its readers. 
It has character, and influence with both young and 
old, and its advertising pages are powerful for good to 
the advertiser. 

Over 12 Years Old. 
Over 123,000 Weekly Sales. 


VERY LOW ADVERTISING RATES. 


As its name would indicate, GOLDEN DAYS was primarily intended as 
a paper for Boys and Girls. As now conducted, however, it is a paper for 
general family reading, while yet maintaining its attractive features for young 
people. Outside of its serials and short stories, which constitute a leading 
feature of the paper, a large portion of its sixteen pages of reading matter is 
devoted to matters of general interest, of an entertaining and instructive char- 
acter. It is not a juvenile publication, but a paper read by the entire family. 
Its tone and merit are of the highest, and it sells for $3.00 per annum without 
premium schemes. Its merit alone holds its readers. 


eA Trial Order will soon demonstrate its advertising value. 


Rates, 75c. per line to 50 cents per line, according to time. 


R. A. CRAIG, Advertising Manager, 
Times Building, NEW YORK. 








PRINTERS’ INK. 


THE CLEVELAND PRESS. 


The oldest one cent paper in the 
country west of Philadelphia. 
Recently enlarged from four to eight 
pages. 

Has had for many years the entire 
field for an afternoon paper, and it 
has profited by every opportunity. 


Circulation 44,000 Daily. 


C. J. BILLSON, 
TRIBUNE BUILDING, 
NEW YORK. 
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jATION 
prove yaole — 


=D 


Owing to the great and continued increase in the circulation of the 


SATURDAY BLADE 


AND THE 


CHICAGO LEDGER 


the Advertising Rates will be increased 25 per cent January Ist, 1892, on all 
new business. This will make five (5) times we have increased the Advertising 
Rates in 3 years and 6 months, and yet the last rate is the cheapest—circulation 
considered—and the amount of business now carried is twice what it was one 
year ago. 


We are now printing and circulating 


over 300,000 2 


We have never contracted to prove over 300,000, but are now able, and 
have for a long time been able to prove a greater circulation than was neces- 
sary to make our agreements good. When our new rate goes into effect we 
will announce our actual circulation, which is now over 300,000 copies weekly. 


ADVERTISING RATES. 
The Saturday Blade, - - agate measure, $1.00 per line 


The Chicago Ledger, . - =: ' — lh 
The Blade and Ledger combined, - “ we a « * 
RULES. 


No. 1—Cancel any contract at any time for any reason. 
No. 2—No discount for time or space. 
No. 3—Circulation proved each week by P. O. receipts, paper used and cash 


received. 
Norr.—The Saturday Blade has the largest circulation of any weekly news- 
paper published in the United States. 


Apply for space to any Advertising Agency, or to the Publisher, 
W. D. BOYCE, Chicago, III. 
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a Home a 


BOSTON, a 


of the very a” st advertising mediums that can be oo. nd. oo 
are anxious to C— istrate to pe nny the ¥ ve al of « colu 

Our readers > li ~ ral mail | buyers, vo a the de bi ~ f loo. kin ng 
thro ough —- adve rtising wd umn _— r pe wae rch of barga 
Why a tr ‘al “We e gu eine 


40, OOO Cope ae November, 


At only 20 cents an Agate Line. 





Copy must be in October 25th. 


December Number 100,000 


Price 50 Cents an Agate Line. 








Order direct, or through any Advertising Agency. 


POTTER & POTTER, Pubs., Boston, Mass. 


“The tarkes Blade 


Manable Mueiaing Metin 


RAT $aual Ciradelo shh 
Weare CrrevsatsMM 
RAIaGradsion GM 


WA WhraBredahonl (Nd 
Wilda Gredsiok ROM 


Rie iso MM 


Rreserd hanertisung Rares Wc. gex hgate lve 
Potter & Portex , Pubs. 
BE RW eder aN. Boston Mass 














PRINTERS’ INK. 


VERTISERS: 


First Fact—tThere are four, and only rour, Daily papers 
in the United States and Canada that are credited, by 
the best-known newspaper statisticians in the United 
States, with a bona-fide circulation of 150,000, and the 
“TI AM” of this great quartette is The 


PHILADELPHIA ITEM, 


With its Sworn Circulation: 


Daily 180,186, Sunday 182,338, Weekly 43,352. 


Second Fact—T#e Item has a larger circulation than 
ALL the other Philadelphia evening papers combined. THE 


Sunpay Item has the largest circulation by many thou- 

sand copies of any paper, Daily or Sunday, in Philadelphia. 
Third Fact—As to results: “In reply to your inquiry as 

to our opinion of the PHILADELPHIA ITEM as an advertis- 

ing medium, we beg to state that it pays us better than 

any daily newspaper in the U.S. Very truly yours, 

“ MonTGoMERY & Co., Patent Medicines, 

To S. C. Beckwith. “203 N. gth St., Philadelphia.” 


We could produce many other Facts if space permitted, 


Cold-bottom Facts staring you in the face, would it 
not be a logical conclusion if you decide to give Tue ITEM a trial ? 
S. i BEC KW | T H, céiiunn amen, 


509 THE ROOKERY, 48 TRIBUNE BUILDING, 
CHICAGO. NEW YORK. 








PRINTERS’ INK, 
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When I commenced spinning this yarn the 


sixteen years the thread of my discourse has been the MAGAZINES 


as advertising mediums. 


total advertising in all the magazines published at that time did not 


amount to $5,000 per month. 
zines alone is in excess of $50,000 per month. 


To-day the business of my office in the maga- 
This increase is due to the 


fact that advertising in the magazines has paid the advertiser better than any 


other class of publications, 


& CHRISTMAS 


(DECEMBER) 
NOW GOING TO PRESS: 


— 
he — Sd 4 HE 
~. 4 
SPEAKER et ge) [HREAD 
ALWAYS J e bloat 3 HIS 
This issue of the tt 
Magazines is al 
ways a very large 
one—there being l : at "e 
thousands of peo- Wwe baa “ aA 
ple who buy these 
numbers who are 
not regular pur- 
chasers, hence the 
care with which 
they are preserved. 
A part of the ex 
tra money with 
which all maga- 
zines embellish 
their Christmas is- 
sues will be spent 
on the advertising 
departments, and 
advertisers can 
feel assured that 
their announce 
ments will appear | 
in attractive form 
and dress. 
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MAGAZINES 


The Rate. 


THREE lines or 
over, ®12 per line 
nonpareil, each in 
sertion. Less than 
three lines, $15 
per line nonpareil, 
each insertion. 
Only Fiest -CLass 
Advertisements 
received. All ad 
vertisements wiil 
be set in column 
and measured in 
nonpareil. A copy 
of each issue of the 
magazine contain 
ing “ad.” will be 
sent to the adver 
tiser. If you do not 
wish the entire 
list, select such as 
you want and send 
for an estimate. 


HOMES WILL RECEIVE A COPY 
OF SOME ONE OF THE 
00 000 STANDARD LIST OF MAGAZINES 
j j FOR DECEMBER. 


If you wish to catch this issue send copy in AT ONCE. 


J. WALTER THOMPSON, 


39 PARK ROW, NEW YORK. 





PRINTERS’ INK. 
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THERA 





WILL ISSUE FOUR EDITIONS OF 


250,000 Copies Each, 
OcTOBER 22, 29, NovEMBER 5, 12. 


No Extra Charge for Advertising in These Issues. 
Copy must be in hand at least three days in advance of 


date of issue for which it is intended. Address 


THE NATIONAL TRIBUNE, 


BRANCH OFFICE: WASHINGTON, D.C. 
66 PULITZER BUILDING, NEW YORK CiTY. 
BYRON ANDREWS, MaNnacer. 





